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INTRODUCTION

Brian Alger was evaluating alternatives for his new v
established soda pop brand, but the company had gone

market for more than 20 years. In 2003, Alger purc

enture. The Pop Shoppe had once been a well-
reintroducing it into the market; however, he had littl

bankrupt, and the brand had been missing from the
hased the rights to the brand and was considering
2 . e experience in the beverage industry, and consumer
habits had changed in the many years since the brand had died. Alger had a hunch that many Canadians
were as fond of the Pop Shoppe brand as he was and would be excited to see it back on the market.
However, as a small company with limited capital, trying to enter the soda pop market would be a tough
battle. Alger had done his homework and now needed to make a decision regarding the Pop Shoppe’s

future. He considered whether the Pop Shoppe was worth bringing back to the market and, if so, how it
should best be positioned to make it successful.

POP SHOPPE HISTORY

o § factured and sold Pop
i don, Ontario, 1n 1969. The Pop Shoppe manu ‘
The Pop Shoppe waf ff?‘;ze:V\/‘: cliéodlilcated stores. This arrangement a\loweq the company to estaphsh art‘,d
Shqpp§ soda pop ‘I)_U g operation, resulting in a jow-cost soda pop alternative. In a rri?rkgessén::;tgd 33(1)
;namtam a str:?am mseuchpas Coc;-Cola and PepsiCo, the Pop Shoppe was umique. 1 y
arge corporations,

ithin a 24-bottle case.
flavors. and customers could build their own assortment of flavors W

i lied on a recycling
sold in glass bottles. The company re .
Common to the era, Pop Shoppe So(ro:t\{zz were returned to the dt.’.pOt, washed érlx::l ﬁzf‘:gdawiﬁégﬁﬁi
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be sold again. One of the GamP PN, me their self-assembled assol‘tm: rze uivalent to approximately $11
Shome oy consumerzgoogagfg’plg:it for each case @ customer used (eq
Shoppe demanded a Cdn33.

s and crate to retrieve their deposit.
rn to the store with the empty bottle
today). Consumers needed to retu




